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Editors’ Comments for JAMT Issue 1 Volume 1
Rick Mathisen and Mike Musante
We welcome you to the first issue of the Journal of Applied Marketing Theory (JAMT). We hope you
find the journal interesting and useful as either an academic or practitioner.
The objective of Journal of Applied Marketing Theory is to provide a forum for academic research
that advances marketing knowledge as well as present insight for marketing managers. The focus of
the journal is the publication of academic research that offers a link from theory to practice. The
journal seeks to publish articles that expand our understanding of marketing issues while also
providing value to marketing practitioners. In support of this philosophy, we have emphasized that
manuscripts published in the journal provide summaries that present clear transitions from
research conclusions to implementation approaches for marketing professionals.
We started JAMT over a year ago and we are proud to present the first issue. All submissions
published in this issue went through a thorough review process. We appreciate that the authors
selected JAMT as a forum for their work. We wish to thank all the reviewers for their insightful
comments and assistance in improving the submissions.
Our first issue includes some interesting articles from many perspectives. The topic areas for this
issue include consumer behavior, logistics, sales and customer satisfaction. We feel that these
published works address the interests of both marketing academics and practitioners. We look
forward to providing marketing academics and practitioners an outlet for research findings that adds
value to both the academic and business communities. We would like to take the opportunity to
introduce you to the articles found in this issue.
Guskey, Luchs and Min provide a provocative view of the importance of return policies to retailers.
The findings from their research suggests that several forms of compensation on customer returns
increase satisfaction and repurchase intent. Although focused on a student sample, the article
provides insight into increasing satisfaction and potential loyalty for this important segment with
significant buying power for certain product categories.
Sachdev and Merz take the use of Structural Equation Modeling beyond the traditional applications
to explore the service extensions for B2B marketers. Specifically, they examine how organizational
structure may improve the total product offering. In the study they consider the impact of both
logistics service and customer service on customer satisfaction and performance of sellers. The
researchers also suggest that the management of human resources may influence the competitive
advantage of a seller.
Saban and Mawhinney take a related look at the human resource management capabilities of
organizations with respect to technology and processes. In series of case study reviews the authors
posit that collaboration in the supply chain may result in competitive advantage.
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Levens presents an interesting study of those who buy a bundled package that includes a home,
vehicle, and club ownership. Convenience in purchasing a bundle of products at a single price or
various bundles at varying prices for affluent customers is evaluated. In an experimental study,
individual segments and preferences were revealed.
Loda, Colemen, Norman and Esposito studied student reactions to publicity and web sites when
assessing spring break destinations. The authors’ results indicate that today’s students utilize the
web as their primary source of information. Yet, the article also demonstrates that traditional print
remains a viable communication media for this population as part of their information search.
There is no uniform consensus with respect to how marketing and sales professions are viewed in
society. Weinstein, Britt, Balloun and Haan shed some light on the topic as they assess how
marketing students perceive the arrogance of people in various professions. The beliefs of current
business students, as they contemplate their careers in the field of marketing, offers interesting
insight.
While the intent of JAMT is to provide insight for managers, the last article is a departure from this
focus as it addresses the issue of new publishing opportunities in marketing. As a new journal we
felt compelled to share information that we found as we explored the development of JAMT.
“Bridging the Journal Gap: How Increased AQ Demands have Pushed Marketing Publications to
Capacity” was born out of a preliminary assessment of the marketing journal landscape. Before we
formally launched the Journal of Applied Marketing Theory we questioned whether the market was
ready to accept another marketing journal. Joe Schwartz advanced the question by examining in
great detail the current state of marketing research publishing opportunities in light of increased
publishing demands. The article assesses the balance between peer reviewed journal slots and the
demand for publishing outlets. The role of the need for marketing faculty to publish in order to
maintain AQ status is considered in the analysis.
Our next two issues will focus on Sports Marketing. They will include some great thoughts from our
sport marketing authors.
Questions and comments may be directed to us at our journal email addresses. Thanks for your
interest in JAMT.
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